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Figure 1.6 Pressures influencing business

E-Commerce and the retail Industry

1.
2.

4.

Marketing and E- Commerce.‘( Om

1.

2.

4.

P

Conditions are changing in the “new economy” wekgect to the retail industry

Consumers are demanding lower prices, better gualitlarge selection of in-season

goods
Retailers are filling their order by slashing baxfkiee costs, r g \%margins,
reducing cycle times. buying more wisely and maki i nts in technology

Retailers are in the immediate line oﬂ@ to t’)iilr the brunt of cost cutting

E-c m an comp, t(ﬁe%nk theteagsways of doing target marketing
vent mark@@_@

Interactive marketing is in electronic markets ivigeractive multimedia catalogs

Users find moving images more appealing than istilge and listening more appealing
than reading text on a screen

Consumer information services are a new type @flogtbusiness

Inventory Management and Organizational Applicatiors

1.
2.

With borders opening up and companies facing glifbal competition
Adaptation would include moving to computerizedapprless” operations to reduce

Once targeted business process is inventory maregesolutions for these processes go
by different names

In manufacturing industry they're known as justime inventory systems, in the retalil
as quick response programs, and in transportatidasiry as consignment tracking
systems
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Just-in-Time (JIT) Manufacturing

1. It is viewed as an integrated management systersistorg of a number of different
management practices dependent on the charadgiétspecific plants

2. The first principle is elimination of all waster{te,materials,labour & equipment)

3. The following management practices are focusedifgctreduced set-up times, group
technology, total productive maintenance, multitime employees, uniform workloads,
IT purchasing,kanban total quality control & qugltircles

Quick Response Retailing (QR)

1. Itis a version of JIT purchasing tailored for rimag

2. To reduce the risk of being of out of stock, retalare implementing QR systems

3. It provides for a flexible response to product omig and lowers costly inventory levels
4. QR retailing focuses on market responsiveness wigiataining low levels of stocks
5

. It creates a closed loop consisting of retailendeg, & consumer chain,& §s consumers
make purchases the vendor orders new deliveries fhe retailer throu computer
network

(1) (2)

LS
Product Lonsumer—[ Information automa 1% nformatic ollate ‘1
on store purchases recorded by po; -of%a by sto >uter [
shelf | product (POS) devwic

—= =
i 1 m 1S shc rty,s lu:

cking to di \tnl u t T O VE
E ( qéor receives A N 3 ‘!
Srtirolaires = = Vendor’s computer(]
| restocks H1g she shelf | | the requested m ia | receives order |

material and

L

|

b 4

Vendor’s mar 1ufq<tunr‘lg‘d<,parhnent <j
orde rs‘[t);rcdu e more of the ;rcdq«tL

Figure 1.7 The quick response chain g M =

<
s

Supply Chain Management
1. QR and JIT address only part of the overall picture

2. Supply Chain Management (SCM) is also called “edtitegl’, which means integrating
the internal and external partners on the suppdlypancess chains to get raw materials to
the manufacturer and finished products to the coesu

3. ltincludes following functions

= Supplier management: The goal is to reduce the erurabsuppliers and get them to
partners
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Unit- I
CONSUMER-ORIENTED APLLICATIONS

» The wide range of applications envisioned for thestimer marketplace can be broadly
classified into:

(i) Entertainment

(i) Financial Services and Information
(iif) Essential Services

(iv) Education and Training

Consumer Life-Style Needs Complementary Multimedia \Begs

* Entertainment Movies on demand, video catalagimgractive
Ads, Multi-user games, on-line discussions.

* Financial Services and Home Banking, Financialvises, Information
Financial news.

» Essential Services Home Shopping, iétrs\téemedlcme

remote diagnostics.

conferencing, on-line

1 Person:{i‘v {ome B@klng‘léna ment
P ( a) Basic Se

(i) Intermedlate Services

* Education and Training ‘g@@x«@ educynultmser games, video

(iif) Advanced services
2. Home Shopping
(i) Television-Based Shopping
(i) Catalog-Based Shopping
3. Home Entertainment
(i) Size of the Home Entertainment Market
(if) Impact of the Home Entertainment on Traditb Industries

4. Micro transactions of Information
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(ii) Intermediate Services

» The problem with home banking in 1980 is, it is exgive service that requires a PC, a
modem and special software

* As the equipment becomes less expensive and as dffark broader services, home
banking develop into a comprehensive package thaldceven include as insurance
entertainment

» Consider the computerized on-line bill-payment eyst

» It never forgets to record a payment and keeps todicuser account number, name,
amount and the date and we used to instruct wigmpat instructions. See in Fig;

Request for
funds transfer

“fvy,'Interbank‘ -
 dearinghouse

Check for
in-clearing

Check for

out-clearif esa\e .

Debit from payer g

account a c?d'  Yaik of payee _‘ gl
| payee gcc e

F e Check for Xy ’L:ﬂedp

\,\ Chec g@e v y information
; paym R 7

Figure 7.2 Check-clearing process

(iiAdvanced Services

* The goal of advanced series is to offer their oe-lcustomers a complete portfolio of
life, home, and auto insurance along with mutuald&) pension plans, home financing,
and other financial products

» The Figure explains the range of services that well/be offered by banks in future

* The servic3es range from on-line shopping to readtfinancial information from
anywhere in the world

* In short, home banking allows consumers to avang lmes and gives flexibility
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2. Home Shopping:
* ltis already in wide use.

* This enable a customer to do online shopping

On-line shopping ;
services Third party services :
: (Purchasing traveler’s checks,
airline tickets) J
Bill payment

| Interbank clearinghouse

Transaction

request ’ ,
ﬂ Real-time financial informatioJ
(stock ticker)
Consumer at Bank
tigime Server Investment vehicles K
(stocks, bonds, mutual funds,

futures, and commodities) CO .
\S-
Figure 7.3 Advanced services and home bankin& tes

(i) Television- Bas n@m " gl
A e 20.0
. ? @S pping Netwoi&N).
Y

rovides a variety o oods ranging from colieles, clothing, small electronics, house
wares, jewelry, and computers.

*  When HSN started in Florida in 1977, it mainly sédtory overruns and discontinued
items

» It works as, the customer uses her remote contsh@p different channels with touch of
button. At this time, cable shopping channels argtnly interactive

(i) Catalog-Based Shopping

* In this the customer identifies the various cataltigat fit certain parameters such as
safety, price, and quality

* The on-line catalog business consists of brochur€D-ROM catalogs, and on-line
interactive catalogs

» Currently, we are using the electronic brochures
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» Opportunity for independent evaluations and fot@uer dialogue and discussion: Users
not only buy and sell products, they compare notesvho has the best products and
whose prices are outrageous

» Negotiation and bargaining: Buyers and sellers rieaable to haggle over conditions of
mutual satisfaction, money, terms & conditionsj\wiely dates & evaluation criteria

* New products and services: Electronic marketplaamly support full information about
new services

» Seamless interface: The trading is having piecek wapether so that information can
flow seamlessly

» Resource for disgruntled buyers: It provide foroteiig disagreements by returning the
product.

Mercantile Process models

* Mercantile processes define interaction models detwconsumers and merchants for on-
line commerce

Mercantile Models from the Consumer's Perspective \A

(i) Pre purchase preparation: The pre purchaseapagpn phas‘elt@@a?ch and discovery
for a set of products to meet customer requireme k 6

(a) The consumer information s chwg

(b) The Orgamzat\tNFI'&e‘rQﬁ‘c\ O" gl
Wrel\‘e\garch

(d) Information brokers?;rokerages.

(i) Purchase consummation: The purchase consurampliase include mercantile protocols
(a) Mercantile process using digital cash.
(b) Mercantile transaction using credit card
(c) Costs of electronic purchasing.

(i) Post purchase interaction: The post purchageraction phase includes customer service &
support
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Customer inquiry and order

planning generation g
# i i - Presales

e interaction

Cost estimation and pricing of
product services

v

Order receipt and entry

v

Order selection and prioritization &

+

Order scheduling

v

Order fulfillment and delivery

Product service
e production and
delivery

T
h 4

Order billing and account/payment

management e

* % Postsales
interaction

Customer service and support

Figure 7.6 Order management cycle in e-commerce

Order planning & order Generation
* Order planning leads to order generation. u\(
+ Orders are generated in a no. of ways in the \@q@g

* The sales force broadcasts ads (dw&r@ personalized e-mail to customers

(cold calls), or creates a WWW " gl
bridge t?/a@@)m%needs & eompgapabilities.

. Prlcmg at the individual order level depends onemstanding the value to the customer
that is generated by each order, evaluating theafddling each order; & instituting a
system that enables the company to price each besded on its value & cost

Cost Estimation &.g

Order Receipt & Entry

» After an acceptable price Quote, the customer grtex order receipt & entry phase of
OMC.

* This was under the purview of departments variotiggd customer service, order entry,
the inside sales desk, or customer liaison.

Order Selection & Prioritization

» Customer service representatives are also oftgromsgble for choosing which orders to
accept and which to decline.

* Not, all customers’ orders are created equal; samdetter for the business.
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Unit- [l

Types of Electronic Payment Systems

» Electronic payment systems are proliferating in Koagy retail, health care, on-line
markets, and even government—in fact, anywhere gnoaeds to change hands.

» Organizations are motivated by the need to delpraducts and services more cost
effectively and to provide a higher quality of Seevto customers.

» The emerging electronic payment technology labeledtronic funds transfer (EFT).

« EFT is defined as “any transfer of funds initiatddough an electronic terminal,
telephonic instrument, or computer or magnetic spas to order, instruct, or authorize
a financial institution

EFT can be segmented into three broad categories:
* Banking and financial payments
— Large-scale or wholesale payments (e.g., bank-i-transfer)

— Small-scale or retail payments (e.g., automatéertaiachi &@ \_)
— Home banking (e.qg., bill payment) Sa\

» Retailing payments
~ Credi Cm\ﬁ(eﬁ(ﬁ 3 " 9’3—

é\k be|c§ 0., J.C. Perdaryl)
P Charge Cards (e.g., American Express

* On-line electronic commerce payments
— 1. Token-based payment systems
» Electronic cash (e.g., DigiCash)
» Electronic checks (e.g., NetCheque)
» Smart cards or debit cards (e.g., Mondex Electr@uinency Card))
— 2. Credit card-based payments systems
» Encrypted Credit Cards (e.g., World Wide Web foraséd encryption)

» Third-party authorization numbers (e.qg., First Vaf)
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1) Digital Token-Based Electronic Payment Systems
Electronic tokens are three types:
1. Cash or Real-time
» Transactions are settled with exchange of eleatromirency.
* Ex: on-line currency exchange is electronic castagh).
2. Debit or Prepaid
» Users pay in advance for the privilege of gettimigimation.

» Ex: prepaid payment mechanisms are stored in soaads and electronic purses that
store electronic money.

3. Credit or Postpaid

» The server authenticates the customers and vewiibsthe bank that funds are adequate
before purchase.

* Ex: postpaid mechanisms amedit/debit cards andelectror\ e@o
Properties of Electronic Cash: tes
« There are many Ways_(hft@m Nementu‘?a@h&ystem all must incorporate a

few common featyr l

??@d\e ash nbté-@@fo%wmg founperties:
1. Monetary value
2. Interoperability
3. Retrievability
4. Security
Electronic Cash in Action

» Electronic Cash is based on cryptographic systeathsdc“digital signatures”.

» This method involves a pair of numeric keys: onddaoking (encoding) and the other for
unlocking (decoding). (Through public key and pte/&ey).

Purchasing E-cash from Currency Servers
The purchase of e-cash from an on-line currencyes€or bank) involves two steps:

* Establishment of an account and
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» If digital signatures are to replace handwrittegnatures, they must have the same legal
status as handwritten signatures.

» It provides a means for a third party to verifytthatarized object is authentic.
EDI & Electronic Commerce

* New types of EDI are traditional EDI & open EDI
Traditional EDI

» It replaces the paper forms with almost strict tmene mappings between parts of a
paper form to fields of electronic forms calledsaction sets.

» |t covers two basic business areas:

1. Trade data Interchange (TDI) encompasses transacsiach as purchase orders, invoice
& acknowledgements.

2. Electronic Funds Transfer (EFT) is the automaamsfer of funds among banks & other
organizations

» Itis divided into 2 camps: old EDI & new EDI. \A

» Old EDI is a term created by those working on teg @thlQ EDI standards in
order to differentiate between the present &{I@%

Old EDI

. Automatlng.tléw '&t anorma’ﬁnAgr@&bﬂnmess activity

ng \’d Sthec n@ ndardizatioocpss where it allows every company to
ho p

se its own, uniqus, ary version
New EDI
» ltis refocusing of the standardization process.

» In this, the structure of the interchanges is deiteed by the programmer who writes a
program.

* It removes long standardization process.
Open EDI

» Itis a business procedure that enables e-comnem@ecur between organizations where
the interaction is of short duration.

» It is process of doing EDI without the upfront tiragl partner agreement that is currently
signed by the trading partners
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Types of electronic brokerages in internal markets:

customer

customer internal markets
customer

customer Order

management Design
& financial brokerages
customer order accounting

Manufacturing
planning and

shipping scheduling
brokerages

Logistics &
SCM
brokerages

Production
brokerages
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WORK FLOW AUTOMATION AND COORDINATION O U\(

> In last decade, a vision of speeding up or {@@a\@usmess tasks has come to

be known as “work-flow automatlonﬁ
» This vision has its r gm tion ofé»%e@&-lme and the application of
Taylor's scie nt pr|n

> c& éar treﬁ@% ng in the autonmatal knowledge-based business
sses caIIed wor mation.

» The goal of work-flow automation is to offer morenely, cost-effective,and integrated
ways to make decisions.

Typically, work-flows are decomposed into stepsasks, which are task oriented.
Work-flows can be simple or complex.

Simple work-flows typically involve one or two stepr tasks.

YV V VY V

Another way of looking at work-flow is to determiriee amount of cross-functional
activity.

» In other words, companies must adopt an integratedess view of all the business
elements

» Organizational integration is extremely complex &mically involves three steps

» Improving existing processes by utilizing techngloghere appropriate.
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» Example of Apple’s Apple Search software. Maildi can be installed by the user,
either as separate programs (see links below)s @a# of their e-mail prograne-(mail
client).

> In e-mail programs, users can make personal, "ntafiltars that then automatically
filter mail according to the chosen criteria.

» Most e-mail programs now also have an automataosiiltering function.

> Internet service providers can also install mdiefs in their mail transfer agents as a
service to all of their customers. Corporationgnftise them to protect their employees
and their information technology assets.

News-filtering agents
» These deliver real-time on-line news.

» Users can indicate topics of interest, and the tagéinalert them to news stories on those
topics as they appear on the newswire.

» Users can also create personalized news clipppatiseby selecting from news services.

» Consumers can retrieve their news from throughd#izery channe f@\éﬁoice like
fax, e-mail, www page, or lotus notes platform. .
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Lossy:

» Lossy compression means that it given a set of wdtaindergo a loss of accuracy or
resolution after a cycle of compression and decesgon. it is mainly used for voice,
audio and video data.

» The two popular standards for lossy tech is MPEEG.

Lossless:

» Lossless compression produces compressed outpus thame as the input. It is mainly
used for text and numerical data.

Lecture 1

Symmetric Multiprocessing

n/w
Diskip/op File system service

Communicati
on services

Print Database
services reuest

scheduler CO .

O™ [y of 9%

\ \e\N e
Multimgia(s%\,er. P a'g

» A server is h/w & s/w systems that turns raw data usable information and provide
that to users when they needed.

» E-commerce application will require a server tonage application tasks, storage,
security, transaction management and scalability.

To manage multimedia information we need the falhgw

Multiprocessing:

» Current execution of several tasks on multiplecpssors. this implies that the ability to
use more than one CPU for executing programs. psote can be tightly or loosely
coupled.

Symmetric multiprocessing:
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Lecture 6

sender

Receiver

H.261 decoder

Telephone ISDN
network

ISDN video or teleconferencing architecture
Using the Internet for Video Conferencing:
» The two video conferencing programs are availahléhe internet:
1. CU- See Me

2. MBONE \)\4

CU- See Me

» CU- See Me is the first softwarm_egé%cmtosh to support real-time

multiparty video conferencing

» CU- See Me &x g 0-0 Qe %raéto several and several-to-
many écqr\é ependi g(ehg needsmiittmal cost.

'LectuEe 7
_ e
with video

camera
Receivers

One-to-many video conferencing
E-COMMERCE 46

Sender

MBONE:
» Itis a virtual network built on top of the Inten
» Invented by Van Jacobson, Steve Dearing and Stephaer in 1992.
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